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To conclude, join us on an inspirational 
whistle-stop tour of some top global exam
ples of best practice, from the duo sell
ing homeware from a miniscule Madrid 
shopfront to the Taiwanese concept stores 
looking to branch out across the region. 
Plus we hear from a behind-the-scenes 
tech player in Tokyo, changing the way big 
brands find their next location. 
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MULTI-BRAND RETAIL 

Art Haus 
Taipei 

In spite of the headwinds that 
retailers worldwide are facing, 
Taipei continues to develop 
into a haven for tasteful and 
unique shops. One of the city's 
real gems is Art Haus, a multi-
brand concept store marrying 
art, design and fashion. "The 
key is to build a lifestyle we 
share with our customers," says 
Katherine Liu, who started the 
first outpost with her husband 
Elbert Wu seven years ago. An 
art graduate with a keen eye 
for contemporary pieces, she 
adorns the walls of her stores 

with unusual artworks that 
have even caught the attention 
of the city's increasingly dis
cerning collectors. 

L i u and Wu now run 17 
shops across Taiwan under the 
separate banners Artifacts, Art 
Haus and A Sports. The busi
ness has seen double-digit 
growth in recent years and is 
eyeing neighbouring markets 
in Asia. Liu says there are still 
opportunities for bricks-and-
mortar retailers in Taiwan, 
especially for shops with a 
curated offering: "Our custom
ers love to experience our well-
designed interior and feel the 
products in-store." — K L 
arthausstore. com 

L I G H T I N G 

Kaneca OLED 
Japan 

Ivy League tailor J Press has returned 
to Manhattan's Madison Avenue w i t h a 
triumphant shop designed by New York-based 
architect Toshiko M o r i . Japan-based Kaneka 
OLED installed a lighting system new to retail 
environments that creates a natural glow effect 
more akin to sunlight. The company says sheet 
materials help generate a warm and gentle light 
that eliminates hot spots and glare. — CWM 
kanekaoled.jp 

ESSAY 

Leave tech 
at the door 

by MattAlagiah 

For many, shiny 
tech seems to offer 

salvation. So it was at 
the National Retail 

Federation's Big 
Show i n New York 

this January: whether 
augmented-reality 

mirrors or QR code 
scanners, gadgets 

and gizmos promised 
more enticing 

shopping spaces. Karl 
McKeever, founder 

and managing director 
of retail consultancy 
Visual Thinking, is 

not so taken with the 
tech. "Too often the 

starting point is not a 
requirement to solve a 
clearly denned shopper 

need but the selfish 
want of retailers to be 
seen as being on-trend 

and staying i n step 
with competitors." 

The main thing 
technology affords 
is convenience but 

e-commerce players 
already have that in 

spades. Offline players 
have to compete on 

different metrics: 
beautiful interiors 

(not blighted by A R 
mirrors), enjoyable 

live events and ever-
changing product 

ranges and layouts. 
By all means offer 
free home delivery 

once your customers 
have tried clothes 
on but don't let it 
define your space. 
As McKeever puts 

i t , opt for "emotional 
intelligence rather than 
the headline-hogging 

artificial k i n d " . 
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Q&A 
SÉBASTIEN BÉAL 
C E O and founder, 
Locarise 
Tokyo 

Frenchman Sébastien Béai 
started Locarise in Tokyo with 
two partners back i n 2013. The 
company, which now has eight 
employees, helps retailers collect 
and analyse data about their 
customers' shopping habits. Béai 
now works wi th more than a 
dozen clients, including luxury 
goods group LVMH. — KH 

What does your company do? 
We give retailers wi th physical 
stores metrics that are similar 
to what e-commerce retailers 
use to analyse shopping habits. 
We started off by using win 
signals from smartphones. Every 
phone has a unique I D and 
when win is turned on these 
phones broadcast signals every 
30 seconds. We don't have access 
to personal information and the 
countries where we operate have 
laws protecting privacy; we only 
track numbers to count visitors 
and see how people move around 
inside of a store. The data is then 
aggregated and the I D number is 
permanently erased. We use other 
technologies such as sensors as 
a complement to the wifi. When 
we're looking at several stores i n 
an area we can combine the data 
and know whether a shopper 
visited more than one of those 
stores. 

What has LVMH hired you to 
do? 
When Ginza Six opened last 
year, LVMH wanted to know the 
impact of this big new retail 
complex on the Ginza shopping 
area, LVMH has more than 15 
brands and around 30 stores 
in the area. The question was: 
would these stores be hurt by 
cannibalisation or would they 
benefit from new shoppers 
thanks to Ginza Six from a 
cluster effect? LVMH can use the 
information to decide whether 
they should have more stores 
in the Ginza area or also i n the 
nearby Mitsukoshi department 
store and on the ground level 
along a side street. 

A r e your services becoming 
more popular? 
We doubled revenues i n the past 
two years. Our best customers 
have a presence i n Japan but we 
also have clients in France. 
locarise. com 

SPECIALIST RETAILER 
Hunted and Gathered 
Melbourne 

Melbourne-based chocolatier Hunted + 
Gathered wants Australians to appreciate high-
quality cocoa beans i n the same way as wine 
or coffee. To help achieve this, the company 
converted part of its factory into a cafe-cum-
retail space. Scattered along the main counter 
are native flowers and freshly baked pastries. 
A display at the entrance holds a selection of 
chocolate bars, all of which are made with South 
American cocoa beans and contain no more 
than three ingredients. " A lot of store fit-outs 
are over-designed but we never thought that 
was necessary," says Harry Nissen, who started 
Hunted + Gathered with his brother Charlie 
(pictured) i n 2014. "This is a space where we can 
showcase the chocolate and answer questions 
customers might have. It's all about allowing 
people to get a feel for what we do." — A C 
huntedandgathered. com. au 

À 
HOMEWARE 
Casa Gonzalez & 
González 
Madrid 

As consumers go cold on the 
proliferation of plastic products, 
they've started warming up 
to spots like this traditional 
homeware shop i n Madr id . 
Childhood friends Maria Rosa 
González and Javier Carrasco 
González moved into this former 
haberdashery a year ago, following 
18 months scouring the globe for 
time-tested household items. 

Joining the selection of Falcon 
enamelware, Noda Horo ceramics, 
Marius Fabre olive oil soap and 
rare Portuguese merino-wool 
blankets are other hard-to-find 
treasures such as Japanese Yutanpo 
hot-water bottles and brass 
wall-mounted candle-holders 
from Sweden. "We always adhere 
to three qualities - seasonality, 
authenticity, functionality - and 
have a soft spot for natural 
materials," says Javier. — LA 
gonzalez-gonzalez. es 
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